Abstract The marketing of alcohol and tobacco products and their related public policy implications have become controversial issues worldwide, due mainly to health-related issues. Uses a telephone survey methodology to compare attitudes toward Olympic sponsorship by a leading US brewer with general attitudes toward the use of sports sponsorship to promote tobacco products. Results suggest that respondents have significantly different attitudes towards the two product categories and their use of sponsorship, accepting more readily the use of the Olympics to promote beer. Respondents' self-interest is also found to significantly affect the level of acceptance for the use of sport to promote alcohol or tobacco products, although in slightly different ways. The findings are discussed in relation to previous research, along with their managerial implications.
Among the high-profile areas of policy development in the USA and other parts of the world is the issue of restricting the sale and promotion of products considered unhealthy or potentially hazardous to groups in society (Ambler, 1996; Boddewyn, 1994; Moschis, 1989; Pollay, 1993) . In particular, tobacco companies have been subject to increasingly restrictive policies (Food and Drug Administration, 1996) . However the misuse of other products, such as alcohol, also creates economic/health burdens on society, and its producers have faced and may continue to face further sanctions (Cornwell and Maignan, 1998; Rice et al., 1991; Schuster and Powell, 1987) . In addition to health and social considerations, legislation regarding the promotion of the above products is further complicated because the implications of free commercial speech must also be considered (Alliance for Sponsorship Freedom, 1997; Boddewyn, 1993; Matthews, 1998; Warner et al., 1986) . Since alcohol and tobacco are still legal products marketed to adults, some argue that these companies should have the same right to use conventional marketing communication techniques utilised in other industries (Matthews, 1998) . Others question the efficacy of banning such advertising altogether, as it is unclear whether this strategy has demonstrated positive effects on public health (Ambler, 1996; Boddewyn, 1994; Madden and Grube, 1994) .
While tobacco sponsorship of sport and entertainment events has already been subject to regulation in many countries, alcohol promotion is facing increasing scrutiny as well (Howard and Crompton, 1995; O'Connell, 1989) . As public awareness regarding the impact of alcohol abuse on society is heightened, so is the pressure to regulate advertising and sport marketing that promotes alcohol. For instance, the National Council on Alcoholism and Drug abuse issued a formal protest against Anheuser Busch's (AB's) sponsorship of the 1996 Olympic Games in Atlanta (Carter, 1996) . Similarly, the National Coalition of Hispanic Health and Human Services Organisation voiced concerns over AB's involvement with World Cup Soccer (Carter, 1996) . Anti-substance abuse groups in France also opposed the brewer during this campaign, as AB sought an exemption to French rules that prohibited alcohol advertising and billboards, in order to have stadium signage when that country hosted the 1998 World Cup Tournament (Sports Industry News, 1997a) . Thus, while spirits or``hard'' alcohol have been subject to government and/or self-regulation, the practice of brewers promoting their products through sport has become a more prominent public issue. It appears that many major sports governing bodies throughout the world who endorse drug testing of athletes, including the International Olympic Committee (IOC), the World Cup and the National Association of Collegiate Athletics (NCAA), waver on the issue of regulating the promotion of certain alcoholic beverages (e.g. beer). This may be because the sports industry and related media concerns are much more financially dependent on the stream of revenue from the brewing industry than income from promoting tobacco (Howard and Crompton, 1995; Sports Industry News, 1996) .
To this point, public policy makers and scholars in the health, general marketing and sports marketing disciplines have devoted a great deal of attention to:
. tobacco and alcohol promotion;
. the potential effects of their use by children; and Alcohol promotion facing increasing scrutiny . subsequent regulatory strategies addressing this issue (cf. Aitken et al., 1986; Austin and Nach-Ferguson, 1995; Blum, 1991; Boddewyn, 1994; Cornwell, 1997; Hoek et al., 1993; Ledwith, 1984; Luik, 1993; Madden and Grube, 1994; Pollay, 1993; Schuster and Powell, 1987; Sparks, 1997) .
However, based on the existing literature in this area, it appears little consideration has been given to public opinion towards promotional tactics used to market such products, in particular the use of sport marketing and sponsorship. It would therefore seem prudent for the various stakeholders involved to develop a better understanding of public opinion about such issues and what drives it, whether it be for:
. building support for regulatory policies;
. building support against such policies;
. creating materials for health awareness campaigns; or . maintaining brand equity of an event or team, by understanding if certain types of sponsorship have the potential to alienate fans.
In effect, a greater understanding of public attitudes toward the sponsorship of sport by alcohol and tobacco companies can only further enhance the likelihood of stakeholder success in any of the four above areas.
One potentially fruitful avenue for exploring public attitudes towards sponsorships promoting products like tobacco and alcohol involves the concept of self-interest, which essentially holds that``people are responsive to the costs and benefits associated with their interests'' (Green and Gerken, 1989, pp. 8-9) . Interestingly, a review of studies involving self-interest and public policy issues reveals that while self-interest does not dramatically influence most attitudes towards political and social concerns, smokers and non-smokers have significantly different opinions toward tobacco-related policy matters (Green and Gerken, 1989) , including the regulation of tobacco promotions (Dixon et al., 1991) . While there have been no similar studies examining alcohol usage and the influence of self-interest on attitudes towards its promotion or regulation, the aforementioned research on smoking suggests this notion offers a great deal of face validity. Similarly, scholarly research examining other potential influences on self-interest, such as interest in sports, has not been pursued.
The current study seeks to provide insight into this dynamic by examining the effects of certain aspects of self-interest on public acceptance of an 1996 Olympic sponsorship promoting beer, while comparing these attitudes with views on the general practice of using sport sponsorship to promote tobacco products. The research focuses on the Olympics and Anheuser-Busch due to the ties between the two parties, recent protests against such relationships, and increasing concern over the sport-alcohol dyad. Public opinion concerning the above promotion is compared to opinions toward the general use of sport sponsorship to promote tobacco, as this practice is already highly regulated. This provides a basis of comparison for opinions toward sportrelated promotions, between two products with relatively similar health, regulatory, and self-interest issues. In doing so, it is hoped that this exploratory work will help provide the impetus for more exhaustive research examining self-interest and sport-related policies, like sponsorships promoting potentially unhealthy products. The following section provides an overview of recent studies examining the links between alcohol, tobacco, sport, leisure, self-interest, and public policy, providing a rationale for the
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Sport-alcohol dyad study. Five hypotheses are developed in light of previous studies and the issues identified. The parameters, methodology, results, and discussion for the study are then presented. This paper concludes by discussing managerial implications that the study engenders.
Sport sponsorship by the alcohol and tobacco industries Sports have long been viewed as an effective vehicle through which products, including alcohol and tobacco, can be promoted (Howard and Crompton, 1995) . One of the most prolific forms of sport marketing is sponsorship. Sponsorship, or event marketing, has been defined as``a cash and/or in-kind fee paid to a property F F F in return for access to the exploitable commercial potential associated with that property'' (Ukman, 1995, p. 1) . Sponsorship strategies are used to reach a variety of consumer-oriented marketing objectives, which include increasing brand awareness and brand image, and using promotional tie-ins and product sampling at events (Cornwell and Maignan, 1998; Cunningham and Taylor, 1995; Levin, 1993; Schreiber, 1994; Shanklin and Kuzma, 1992) . In 1994, $10 billion dollars were spent to procure sponsorship rights worldwide. In North America alone, almost three billion of those dollars were devoted to sport sponsorships (Ukman, 1995) . The above figures illustrate why event marketing has become one of the fastest growing areas of promotion (Cunningham and Taylor, 1995; Ukman, 1995) .
According to the IEG sponsorship report the National Association for Stock Car Auto Racing (NASCAR) generates $1.1 billion in sponsorship revenues annually (King, 1998) , of which tobacco sponsorship comprises approximately 20 per cent (Sports Industry News, 1997c) . The income generated from such sponsorships has come to be seen as an important stream of revenue for many major events, which subsequently have economic impact on their host cities, in terms of generating employment opportunities and fan spending. Therefore, in certain instances, the concern for the commercial viability of a sport (or event) has superseded public health concerns related to such sponsorships. For example, the Canadian government has recently allowed major auto races in that country to retain tobacco sponsorships due to concerns for the financial future of three prominent motor sports events, despite placing limitations on sponsorships for other sports and events. This has angered representatives of other cultural events, such as the Just for Laughs Comedy Festival, that are also reliant upon sponsorship moneys derived from tobacco companies (Alliance for Sponsorship Freedom, 1997) . Event associations, like the Alliance for Sponsorship Freedom, have even gone as far as to encourage Canadian citizens to help protest the government's bill by extolling the virtues of tobacco sponsorship in supporting events, emphasising event employment opportunities and their subsequent economic impact (Performing Arts, 1997). Canadian Health Ministry officials denied that the decision to spare motorsports and not other cultural events from tobacco advertising restrictions was influenced by the fact that Canadian Jacques Villeneuve had recently emerged as the country's first Formula One racing champion (Sports Industry News, 1997b) . In this instance, a concern for health issues resulted in the need to restrict tobacco promotion in Canada, yet interest in retaining popular sporting events supplanted this concern. Thus, policy related to sponsorship and sport-related advertising obviously involves reconciling a number of stakeholder interests.
One point of differentiation noted between arguments for regulating the promotion of beer/alcohol and tobacco is that problems associated with the
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Sponsorship revenues latter are due to use, as opposed to abuse, which is the case with the former (Howard and Crompton, 1995) . Moreover, within the alcohol policy debate, there seems to be an implicit notion that certain products (e.g. hard liquor as opposed to beer) are more problematic than others (Schuster and Powell, 1987) . The IOC, for example, refuses to allow sponsorships by tobacco and spirit companies because they are not considered congruent with Olympic ideals (IOC, 1997) . Despite this, the IOC allows a brewing company, Anheuser-Busch, to associate their products with the Games. However, according to statistics from the US Department of Health and Human Services, alcohol (of all types) is the number-one drug problem in the USA, responsible for over 105,000 deaths (Center for Science in the Public Interest, 1996) and $166.5 billion in economic costs each year (National Institute on Alcohol Abuse and Alcoholism, 1998). It is also estimated that junior and senior high school students in the USA consume 35 per cent of all wine coolers and 1.1 billion cans of beer each year (US Department of Health and Human Services, 1991 in Center for Science in the Public Interest, 1994). Based on these figures, it is apparent that, while beer might not pose the same exact problems as tobacco, its marketing can have negative social and economic consequences. As such, policy makers must be aware of public attitudes toward alcohol and/or tobacco companies using sport to promote their products. This understanding of public opinion will certainly be germane to public health groups who may choose to target those they see as having an misguided perception of the issues involved, which may be affected by the influences described above.
A common argument for the restriction of sports-related promotions has been that associating images of attractive healthy models and sports activities with tobacco products obscures potential health risks while inducing consumption, particularly among young audiences (Basil et al., 1991; Hoek et al., 1993; Ledwith, 1984; Meier, 1991; Moschis, 1989; Pollay, 1993; Warner et al., 1986) . This argument has resulted in the initiation of sweeping regulations on related marketing communications worldwide. Several countries already have bans or restrictions on tobacco companies' use of sport sponsorship, including Norway, Sweden, Iceland, France, Canada, New Zealand and Australia (Hoek et al., 1993; Howard and Crompton, 1995) . In addition to government bans, many amateur and professional sport organisations have opted for self-regulation in terms of tobacco sponsorship (Howard and Crompton, 1995) . For example, professional sports leagues forbid their players from endorsing alcohol and/or tobacco products (NHLPA/NHL, 1997). In fact, tobacco is the most commonly restricted product category in event marketing, with an estimated 30 per cent of event properties declining to accept sponsorships from such companies (Howard and Crompton, 1995) . Self-regulation of sport marketing activity has also extended to the tobacco industry in the USA. For example, tobacco giant Philip Morris recently agreed to limit its arena signage to events that have at least a 75 per cent adult audience (i.e. mainly motor sports) and limit its magazine advertising to vehicles with at least an 85 per cent adult subscription base (Sports Industry News, 1996) . And while the marketing of tobacco has heretofore been subject to greater regulation, companies like Miller, Coors and AB may soon face similar sanctions, as liquor manufacturers are preparing to challenge the rationale behind treating liquor and beer advertising differently in the USA. Some believe this move could result in the increased regulation of all alcohol promotion (Kaplar, 1997; Schuster and Powell, 1987) . Therefore, policy makers and sport industry Regulation and self-regulation officials must gather information that will help them to develop a balanced/ fair stance on this regulatory issue.
According to Cornwell and Maignan (1998, pp. 18-19) , alcohol and tobacco products``will be the subject of increased attention. The development of legislation limiting the use of sponsorship to promote products detrimental to health can be expected worldwide.'' Among the reasons for such restrictions, opponents of sport marketing and sponsorship campaigns involving alcohol and tobacco products argue that this practice reaches under-age audiences (either intentionally or unintentionally) and may obscure related health concerns by associating them with healthy images, like sport (Howard and Crompton, 1995) . Meanwhile, in the case of cigarettes, mentions of sponsor brand names and mediated arena signage have been argued to be subverting advertising bans in the electronic media (Blum, 1991; Cornwell, 1997; Hoek et al., 1993; Howard and Crompton, 1995; Ledwith, 1984; Meier, 1991) . Nevertheless, management in both industries argue that their sponsorships are using conventional marketing communication practices, to promote legal products to predominantly adult audiences (Howard and Crompton, 1995; Robertson, 1996) . Tobacco companies contend that the purpose of this strategy is to influence brand switching and not to induce children to begin smoking (Howard and Crompton, 1995; Robertson, 1996) . Meanwhile, brewers point out that they run pro-social advertising that denounces excessive consumption and under-age drinking, although not at nearly the same rate that they advertise to promote their product (Carter, 1996; Howard and Crompton, 1995; Madden and Grube, 1994) .
Academic research suggests that both tobacco sponsorship (Hoek et al., 1993; Ledwith, 1984) and sport marketing promoting beer (Grube and Wallack, 1994; Slater et al., 1996) have effects on under-age consumers. Nonetheless, the veracity of such claims and their public policy ramifications have been the subject of debate in the marketing literature (cf. Ambler, 1996; Boddewyn, 1993 Boddewyn, , 1994 Pollay, 1993) . Effects research and related policy debates aside, however, there is little understanding to date of how adult consumers (i.e. voters) feel regarding sponsorships involving the above product categories, or factors that might influence their opinions in this area.
Influences on the relationship between sport, alcohol and tobacco In many ways, sports are the perfect vehicle to reach the young male target audience desired by marketers of beer and tobacco products (Howard and Crompton, 1995) . Moreover, consuming beer/alcohol and/or tobacco products can be viewed as somewhat similar to playing/viewing sports, in that they are all considered to be examples of hedonic (i.e. experiential) consumption (Holbrook and Hirschman, 1982) . It may be the hedonic nature of these seemingly disparate activities that is responsible for their longstanding connection in the leisure context of sport spectating, and even those who are sport participants have been found to use alcohol and tobacco products (Karvonen et al., 1995; Watten, 1995) . This may be because some individuals perceive alcohol use as a way to increase their enjoyment of leisure activities: a mindset researchers have termed``alcohol expectancies'' (Carruthers, 1993) . Therefore, alcohol and tobacco companies are willing to invest significant sums to reach sports-minded consumers, by associating their products with major sporting events. According to recent sponsorship industry reports, alcohol sponsorships make up about 11 per cent of all sponsorship expenditures and tobacco accounts for an additional 4 per cent (Ukman, 1995) . These figures do not include the substantial sums spent on traditional advertising in sport-related print and electronic media (Carter, Under-age audiences Hedonic consumption 1996; Howard and Crompton, 1995; Madden and Grube, 1994) . For example, one study found that over a period of 443 hours of televised sports, there were more commercials for alcoholic beverages than for any other beverage category, with mediated arena signage for alcohol sponsors appearing at a rate of 3.3 times an hour (Madden and Grube, 1994) . Likewise, one study on tobacco sponsorship found that mediated logotypes for a brand of cigarettes could be seen during close to half of the four auto racing telecasts studied, at an average rate of 1.5 times an hour, while another reported that a specific cigarette brand appeared for almost half of one telecast (Blum, 1991; Madden and Grube, 1994) . Therefore, regardless of one's self-interest in terms of drinking and smoking, the omnipresent nature of these promotional messages in sport contexts may influence consumers to see sport sponsorships involving alcohol or tobacco as part of the status quo of sport, and subsequently unobjectionable (cf. Grube and Wallack, 1994; Slater et al., 1996) . If this is the case, understanding consumers' media behaviours (e.g. weekly sport television viewing levels) might also help to explain their opinions regarding such forms of marketing communication.
Another potential influence on attitudes toward sport and sponsorship may be consumers' perceptions of commercialisation and their acceptance of an increasing corporate/commercial presence in sporting pursuits. Recent polls suggest that some fans see the dollars generated through sport sponsorship (of all kinds) as being a means through which sport can be sustained, and their own financial burden subsequently reduced (Carter, 1996) . In contrast Real (1996) argues that events, like the Olympics, have the potential to become over-commercialised, thereby damaging the brand equity of the event property. Thus, similar to the anomalous influence of self-interest in tobacco policy issues, sport policy issues (like those related to certain sponsorship practices) may also be unique in that they involve the selfinterest of sport enthusiasts, who may/may not also consume alcohol and/or tobacco products. Because the actions of individuals within organisations and society are influenced by self-interest (Barney and Hesterly, 1996) , the actions of government policy makers may have broad consequences for the many in society who are interested in or influenced by sports (Daly, 1977) . It is also apparent that policies restricting certain types of sponsorship and advertising of sporting events may be compromising the rights and business interests of other stakeholders, e.g. event properties and certain sponsors (Performing Arts, 1997; Matthews, 1998) . Therefore, given the health, legal and economic implications of sponsorships promoting the above products, along with the dearth of research in this area, a study examining public opinion and its antecedents seems warranted. It is also offers a unique research context, given the arguably anomalous consumption characteristics of sport, where consumers may have come to see sponsorship as a means of subsidising hedonic pursuits such as sport spectating.
Another factor that may lend understanding to consumer preferences towards sports, and possibly attitudes toward sport sponsorships promoting alcohol and tobacco, is religious world view (Holbrook and Hirschman, 1982) . Along with influencing hedonic motives for sport consumption, religiosity might also influence one's personal views and behaviours towards products like alcohol and tobacco. To date, however, religious world view has not been examined in the literature on self-interest and opinions on tobaccorelated policy. However, given the condemnation of products such as alcohol and tobacco by many religious groups, it seems intuitively obvious that religiosity has the potential to influence how people feel toward the pairing
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Religious world view of these products with sport, which itself has been subject to admonition by certain religious sects. Consequently, religiosity seems to offer a great deal of face validity in this context, and warrants consideration in an examination of public attitudes toward sponsorships promoting products that conflict with certain value systems.
In addition to religiosity, another value orientation that could provide insight into public opinion towards marketing activities, like sponsorship, might be consumer sentiments towards other aspects of the promotion mix, such as advertising (cf. Gaski and Etzel, 1986) . For instance, Burnett et al. (1993) found that sports enthusiasts reported more positive attitudes about advertising than those less interested in sport. If this is the case, then differences in general attitude towards advertising might also help to explain public perceptions of other forms of marketing communication (e.g. sponsorships involving alcohol and tobacco), although this notion has not been tested empirically.
In terms of general public opinion on sponsorship practices, a 1995 Associated Press poll of 1,007 adults found 73 per cent of respondents supporting the tobacco industry paying for campaigns to discourage teenage smoking. However, only 42 per cent supported banning the tobacco industry's use of sport sponsorship to promote their products (Marketing News, 1995) . In addition, a 1993 Roper Poll revealed that 76 per cent of respondents felt that sponsorship was a fair price to pay to keep ticket prices down (cited in Carter, 1996) . The same poll found that 68 per cent of the respondents were not concerned about the kinds of companies that sponsor sports events, with 14 per cent disapproving of alcohol and tobacco sponsors, and 73 per cent opposing government efforts to ban certain companies from sponsoring sports. Finally, 78 per cent of those surveyed reported that owners and operators of sport facilities should have the final say on what type of company sponsors an event (Carter, 1996) . The above survey results suggest that, even though some seem generally opposed to the use of tobacco products, the majority are reluctant to allow government restriction of sport sponsorships. In spite of health-related concerns, it appears the autonomy of sport organisations and commercial subsidies of sport entertainment services superseded health concerns with the above respondents. Thus, it seems opinions toward tobacco and alcohol sponsorship of sport are related to different forms of self-interest; however, the exact nature of this relationship remains relatively unexplored.
In a review of studies on self-interest and public policy, Green and Gerken (1989) reported that self-interest did not have a significant influence upon most political and social attitudes, except in the case of smoking. Based on two surveys of California residents (conducted in 1984 and 1987) , they found significant differences between smokers and non-smokers on opinions towards policy issues related to smoking (e.g. restricting smoking in public places and tax increases on cigarettes). Dixon et al. (1991) replicated and extended Green and Gerken's work, looking at a number of sociodemographic measures (i.e. age, income, education, gender and race) and indicators of self-interest related to tobacco use. Using two samples from two different states (Illinois and North Carolina), they found that opinions favouring tobacco regulation, like regulating its promotion, were positively related to age and income, along with being a function of smoking preferences. Consequently, the above studies suggest that self-interest related to smoking (and/or drinking) preferences, along with other forms of self interest (e.g. religiosity or involvement with a sporting event) and sociodemographic factors (e.g. age), may help to explain public opinion towards the sponsorship of sporting events by tobacco and alcohol companies. And these opinions could subsequently reflect the way consumers perceive events involved in such marketing activities or government attempts to regulate them.
The following hypotheses for the study were developed based on the preceding review of literature. Given that the relationship between sport and alcohol (more specifically, beer) has slightly different dynamics than sport and tobacco (Howard and Crompton, 1995) , it is expected that attitudes toward the use of sponsorship to promote beer will be unlike those toward sponsorships promoting tobacco. Dissimilar views may also be due to the fact that health issues associated with tobacco use have received greater notoriety and that its promotion has subsequently been more highly regulated than alcohol in many countries. Thus, despite the negative health implications associated with either product:
H1: Respondents' mean reported level of acceptance for an Olympic sponsorship to promote the sale of beer is significantly greater than their mean reported level of acceptance for the general practice of using sport sponsorship to promote the sale of tobacco products.
A measure of opinion involving a less specific sponsorship scenario, regarding tobacco and general sport sponsorship, was used to compare opinions on Anheuser Busch's association with the Olympic Games because the International Olympic Committee does not allow tobacco companies to sponsor their event. Anheuser Busch was chosen due to its sponsorship agreement with the IOC, making AB an``official sponsor'' of the 1996 Games.
The second and third hypotheses were formulated based on:
. the traditionally strong ties between alcohol consumption, its promotion and sport spectating (Carruthers, 1993; Carter, 1996; Howard and Crompton, 1995; Grube and Wallack, 1994; Slater et al., 1996) ;
. previous research supporting the influence of product use on public policy preferences regarding tobacco (Dixon et al., 1991; Green and Gerken, 1989) ; and . relevant marketing literature on sport consumers (Burnett et al., 1993; Holbrook and Hirschman, 1982) .
H2:
Respondents' reported level of acceptance for an Olympic sponsorship to promote the sale of beer is a positive function of self-interest, media socialisation and general attitudes towards advertising.
H3:
Respondents' reported level of acceptance for an Olympic sponsorship to promote the sale of beer is a negative function of perceived overcommercialisation of the event and respondent's age, when controlling for gender, race and education level.
The final two hypotheses, also grounded in the above research, posit a similar relationship for influences on public opinion towards sport sponsorships involving tobacco products:
Respondents' reported level of acceptance for the general use of sport sponsorships to promote the sale of tobacco products is a positive function of self-interest, media socialisation and general attitudes towards advertising.
Hypotheses

H5:
Respondents' reported level of acceptance for the general use of sport sponsorships to promote the sale of tobacco products is a function of respondent's age, when controlling for gender, race and education level.
Method
Data for this exploratory study on public opinion towards alcohol and tobacco sponsorships (which was not sponsored by any commercial interests) were collected as part of a larger study on Olympic sponsorship, which employed a two-stage telephone survey design to examine potential differences in pre-and post-event awareness of sponsors. A random sampling technique was employed to create a list of names and telephone numbers for American adults 18 years of age and older; the telephone numbers, derived from US census data, were supplied by a national survey sampling firm. Potential respondents represented each of the 48 contiguous states, according to each state's proportion to the total US population. Surveys were conducted using trained callers at a telephone research facility affiliated with a major university in the eastern USA. Research protocol called for five attempts to reach working residential numbers. The first stage of the survey was conducted beginning June 12, 1996 and concluded one month prior to the opening ceremonies of the 1996 Summer Olympic Games. The second stage of the survey began on August 5, 1996 following the closing ceremonies and continued for two weeks thereafter.
Respondents were informed that they were being contacted as part of a national study on television sports and advertising. Upon completing the initial survey call, respondents were asked to consent to a follow-up call. If they consented, a first name was obtained to identify subjects during the second stage of the survey. Only respondents who agreed to the follow-up were included in the second wave of calls. Because of funding constraints, the survey instrument was constructed so that calls would be limited to approximately five minutes, to help minimise long-distance charges during both phases of data collection. This method generated calls to 847 people, resulting in 330 completed interviews (39 per cent) for the first stage of the survey and 248 completions in the follow-up (i.e. 75 per cent of the first call respondents or 29 per cent of the total).
Participants were queried for their attitudes and behaviours across a variety of areas dealing with sports, media and lifestyle. The questions employed here can be seen as reflecting various aspects of self-interest:
. those relating to product consumption (i.e. beer/alcohol and/or tobacco);
. those relating to personal interest in the Olympics or a behavioural correlate of respondents' general interest in televised sports (i.e. average hours of weekly sports viewing); and . those relating to the hedonic properties of product consumption in this context (e.g. respondents' religiosity and alcohol or tobacco expectancies).
In addition to self-interest questions, related attitudes and general values were examined that might also influence opinions on using an event to promote the products under study here (i.e. respondent's perceived level of event commercialisation and general attitude towards advertising). As a result, the study extends previous research on self-interest and public opinion on the marketing of tobacco (and alcohol) products by considering variations that are unique to this (sport) marketing and public policy context (cf. Dixon et al., 1991; Green and Gerken, 1989) .
Two-stage telephone survey Sports, media and lifestyle
During the first stage of the survey administered in early June, subjects were asked to report their involvement with the 1996 Summer Olympic Games, as an unobtrusive indicator of self-interest related to the sponsored event. Event involvement was operationalised with a subscale of four interest items from the McQuarrie and Munson (1992) Revised Product Involvement Inventory (RPII), based on Zaichkowsky (1985) , whose involvement scale has been employed in other sport marketing research (Fisher and Wakefield, 1998; Tuan Pham, 1992) . Event involvement items were rated along six-point semantic differential scales:
The 1996 Summer Olympic Games are: unimportant/important to me; mean nothing/mean a lot to me; don't matter/matter to me; and are of no concern/are of concern to me.
Higher ratings indicate more favourable responses. This abbreviated version of the RPII was employed after a pre-test indicated that the full ten-item battery was too time consuming for respondents, in addition to the importance subscale creating difficulties for them with some items.
In addition to the event involvement scale, there were other single-item measures related to respondents' values and self-interest, based on the literature on self-interest and public policy (Dixon et al., 1991; Green and Gerken, 1989) , hedonic consumption (Holbrook and Hirschman, 1982) and sport marketing (Burnett et al., 1993) . These questions included:
. a six-point, single-item, self-report of their level of religiosity:``how would you characterise yourself in terms of your level of religious belief'', anchored by religious/very religious;
. a six-point, single-item, self-report of their attitude towards advertising, based on their disagreement/agreement with:``you enjoy most advertisements'' (cf. Gaski and Etzel, 1986) ;
. a dichotomous measure (yes/no) of drinking beer or other alcohol; and . a dichotomous measure (yes/no) of smoking or other tobacco use.
In addition, given the ubiquitous nature of marketing messages involving alcohol and tobacco found during televised sporting events (Blum, 1991; Madden and Grube, 1994) , and the need to subsequently account for the potential influence of media socialisation (Grube and Wallack, 1994; Slater et al., 1996) , respondents were asked to estimate the average number of hours they spent viewing television sports during a typical week. Similar to Dixon et al. (1991) , several sociodemographic questions were also posed for classification purposes, including: respondents' age, gender, race, and level of education.
At various points in the second stage of the survey, conducted in early August, respondents were asked to rate their agreement/disagreement, using a single-item, six-point scale for each of the following:
.``D rinking beer adds to my enjoyment when watching sports.''
.``S moking cigarettes adds to my enjoyment when watching sports.''
.``T he Summer Olympic games were too commercialised.''
.``I t is acceptable for beer companies, like Budweiser, to sponsor the Olympics to promote beer sales.''
.``I t is acceptable for tobacco companies to sponsor major sporting events to promote cigarette sales.''
RPII
Sociodemographic questions
The first two of the above questions were used to help gauge self-interest related to hedonic consumption and product use expectancies, in the context of sport spectatorship (cf. Carruthers, 1993; Holbrook and Hirschman, 1982) . The third item was included to help account for potential confounds, like negative attitudes against the growing corporate presence at the Games (cf. Real, 1996) , which might also influence public views on using this type of promotion for any product. Finally, the last two questions provide dependent variables, which gauge opinions toward either the use of the Olympics to promote beer or the general use of major sporting events to promote tobacco. Together with the questions from the first stage of the study, the data facilitate an initial exploration of the impact different forms of self-interest might have on respondents' opinions concerning an increasingly controversial aspect of sport marketing.
Results
A breakdown of the post-event sample, by gender and age group, can be found in Table I . Mean age for these respondents was 49 (SD = 16) years of age, with the ethnic composition of this group being 84 per cent Caucasian, 7 per cent African-American, 2 per cent Asian, 2 per cent Hispanic, and 5 per cent other. Over 66 per cent of this sample reported having attended at least some college (with 37 per cent having a college degree or higher). In terms of general self-interest indicators, related to the product categories under study, 52 per cent of respondents report drinking beer or other alcoholic beverages and 23 per cent report smoking cigarettes or using other tobacco products; meanwhile 86 per cent report having watched at least some part of the Olympic telecast.
The first hypothesis, regarding potential differences in respondent opinion towards Olympic sponsorships promoting Budweiser versus their opinion towards the general practice of using sport sponsorship to promote tobacco, was tested using a t-test for related samples. Based on this analysis, reported mean levels of acceptance toward the beer sponsorship (mean = 3.54, SD = 1.64) are significantly greater (df = 239; t = 9.41; p = 0.000, two-tailed) than reported mean levels of acceptance for tobacco sponsorship of sporting events (mean = 2.74, SD = 1.68), which results in a rejection of the null hypothesis. In other words, the respondents in this study find it more acceptable to help market beer, using the Olympics as a promotional vehicle, than they find the more general notion of tobacco companies promoting their products using sport sponsorship.
Given the exploratory nature of this study, the remaining hypotheses were tested using forward stepwise multiple-regression analyses, to examine the unique contribution of each independent variable. It should be noted that those questions specific to the Olympics (i.e. event involvement, and perceived level of event commercialism) were only included in the analysis 
t-test
Forward stepwise multiple-regression analyses testing H2, as they are specific to that particular event. The results from testing this hypothesis can be found in Table II and provide partial support for H2. Although, being a beer drinker and one's general attitude toward advertising are both significant predictors of opinions towards Budweiser's sponsorship of the Olympic games, alcohol expectancies in a sport viewing context have the most impact on the dependent variable (i.e. 19). Together these three variables explain almost a quarter of the variance (i.e. 24 per cent) in this measure of public opinion. Consequently, based on respondents in this study, one's acceptance toward the use of Olympic sponsorship to promote beer is positively related to one's use of beer/alcohol, attitudes towards advertising and alcohol (i.e. beer) expectancies.
According to the regression analysis found in Table II , the hypothesis concerning the relationship between sociodemographics and opinions on beer sponsorship (i.e. H3) is not supported, which results in a failure to reject the null hypothesis. Based on the respondents in this study, one's acceptance toward the use of Olympic sponsorship to promote beer is not significantly influenced by age or any other sociodemographic variable for that matter.
The results of testing H4, which was formulated around public attitudes toward sport sponsorships that promote tobacco products, can be found in Table III . Similar to the results pertaining to the beer sponsorship of the Olympics, it also provides partial support for the hypothesised model. As with perceptions of beer sponsorships, general attitude towards advertising and (tobacco) product expectancies are both found to have positive influences. However, similar to H2, it is the expectancy related to (tobacco) product use during the viewing of sports telecasts that explains the most variance in public opinion here (i.e. 13 per cent).
The results of testing the fifth and final hypothesis, dealing with the influence of age and other sociodemographics on respondents' opinions, can also be found in Table III 
Regression analysis
hypothesis is rejected as respondent age is found to be negatively related to acceptance of this type of promotion, when controlling for other sociodemographic influences; although, it only explains 2 per cent of the variance in the dependent variable. Consequently, similar to the findings of Dixon et al. (1991) , the older the respondent, the more negative they are towards tobacco promotion. Looking at the cumulative results in Table III , tobacco expectancies, general attitudes toward advertising, explains almost 20 per cent of the variance in this measure of public opinion. Therefore, based on the adults sampled in this study, the greater one's tobacco expectancies are for sport television viewing, the more positive their attitudes towards advertising, and the younger the respondent, the more acceptable they find sport sponsorships involving tobacco companies.
Discussion
The current study is the first known work to examine the relationship between self-interest and public opinion towards the practice of using sport sponsorship to promote products like alcohol and tobacco. As such, it helps to bridge the literature on sport marketing and sponsorship with public opinion research on marketing communications policy. As a pilot study, it has certain sampling and measurement limitations, mostly related to the expense of conducting academic research with limited funding ± i.e. response rates are not large enough to generalise, males are underrepresented, and single-items were used to help reduce the length of the survey to increase co-operation and reduce associated long-distance charges. Therefore, given the issues involved, future sport marketing policy research should seek to extend this work by using a larger, more balanced, sample and multi-item measures to increase both validity and reliability. This study was also limited to American consumers. Given the international implications of the issues covered here, future work should also strive to examine other cultures. Consequently, despite these possible shortcomings, the results from the ecologically valid (albeit small) random sample of adults reported here should provide an adequate starting point for future work in this area. 
Self-interest and public opinion
Based on the results of this study, respondents report greater acceptance for beer sponsorships of the Olympic Games, while being significantly less accepting toward the general practice of tobacco companies sponsoring sporting events. As discussed earlier, both tobacco and alcohol use create significant public health concerns. The difference in acceptance of their promotion may be due to more prolific attempts to regulate tobacco advertising that have been the subject of media scrutiny in recent years, as well as suggesting a certain public naõ Èvete Â concerning societal problems with alcohol in the USA. And the comparative lack of concern toward the ill effects of alcohol promotion, implicit in these results, may need to be addressed by American public health officials.
The data also suggest that respondents' differential response to beer and tobacco sponsorships is consistent with the IOC's stance on the two product categories. According to the International Olympic Committee Marketing Director:
the critical challenge facing the Olympic Movement is to preserve the values associated with the Games while at the same time deriving revenue from business partners and returning value to the corporate sector. (IOC, 1997) The IOC, in controlling the Olympic Movement's sponsorship associations to maintain a congruence with``Olympic ideals'', does``not accept sponsorships from spirit or tobacco companies'' (The Olympic Marketing Newsletter, 1998, p. 4).
The results of the current study also support and extend existing public opinion research on policy issues for products like tobacco (and alcohol), as the concept of self-interest is found to drive attitudes regarding public acceptability of using sport sponsorships to promote these products (cf. Dixon et al., 1991; Green and Gerken, 1989) . However, one of the most important distinctions here is that, in this sport marketing context, selfinterest is defined by the relationship between the product categories and the consumption context (i.e. alcohol or tobacco expectancies in a sport spectating context) ± not merely product use, as was the case in previous research (cf. Dixon et al., 1991; Green and Gerken, 1989) . Interestingly, for the respondents in this study, one's interest in (or involvement with) a sponsored event (in this case the Olympics) was not a significant factor in shaping opinions towards potentially questionable sponsorship associations, like those involving beer. Likewise, media socialisation (e.g. average weekly sport viewing), did not impact attitudes towards sponsorships involving either alcohol or tobacco, nor did their religiosity or sociodemographic factors, with the exception of age in the case of the latter product. While this study did not directly take into account that consumers may perceive sponsorship to impact their self-interest in terms of keeping ticket prices lower, the arguably more unobtrusive measures of event interest and media use employed here do not support the notion that the direct or indirect economic benefits of sport sponsorships outweigh other forms of selfinterest, when it comes to public acceptance of sponsorship activities. However, this notion warrants further testing in future replications and extensions of this work, in addition to working to explain why attitude toward the ad was a significant predictor of respondents' attitudes for tobacco sponsorship and not for beer.
Managerial implications
This study offers several important managerial implications. In particular, organisations involved in buying or selling sponsorships or related policy
IOC's stance
Results of the current study making can use public opinion data concerning self-interest and policy matters to their advantage. For example, in the USA, an advocacy group called United States Sports Fans of America (USFans) was recently formed to help promote legislation geared to the concerns of fans, in such areas as franchise relocation (Delpy, 1999) . Since patrons of sporting activities possess growing economic and political clout (e.g. USFans), their preferences must subsequently be identified and be better understood. This will allow policy makers to address possible conflicting interests between sub-units, within a given constituency potentially affected by proposed legislation or regulation (whether it be related to event sponsorships, franchise relocation, or some other aspect of the sport industry).
Policy stakeholders may enhance the effectiveness of lobbying by targeting groups, with shared interests, which in this study involved sports fans who may also smoke and/or drink (cited in Chalip, 1995) . Event managers could use this kind of information to make decisions on self-regulation, regarding potentially controversial sponsorship agreements and this may help fend off potential government intervention and maintain better relations with fans. By being aware of the opinions specific groups hold towards certain issues, managers can work to ensure that the conflicting needs of each group are considered with regard to policy-related decisions. For instance, in some parts of the USA, sport marketers in the horse racing industry are using opinion data on self-interest to help them lobby for adding alternative forms of gambling like slot machines. In certain states, like Maryland, such data suggest that the majority of the public is much more open to slots if part of these new gambling revenues will be used for public needs, like education. Creative appeals were subsequently developed around these findings, to help Maryland horse racing officials campaign for the legalisation of slot machines in that state (personal communication, 1998) .
Public opinion studies, like the one reported here, can also be used to benefit those involved in pro-social campaigns, e.g. public health, by helping them to understand the types of resistance they might be up against in dealing with attitudes and behaviours related to issues like alcohol and tobacco use. For example, the findings reported here suggest that respondents might not be as aware or concerned enough about the potential health risks related to beer/ alcohol consumption in our society. Likewise, the fact that alcohol (and tobacco) expectancies are so influential here might be of concern. Research suggests that, the greater the alcohol expectancy, the greater the consumption level. Therefore, it may be prudent to try and develop sport sponsorship programs, which might appeal to fans by financially contributing to their favourite sporting events, while at the same time communicating more healthful messages to them (Koplan and Powell, 1996; Riley, 1997) .
Conversely, companies affected by existing or potential regulation are also aided by increased knowledge of preferences of such interest groups. The results of this study have specific value to potential sponsors, like alcohol and tobacco companies. Despite both products having potentially deleterious effects on health, findings suggest adults may consider brewers to be more acceptable sponsors of sporting events than tobacco companies; however, these results might have differed had the survey dealt with motorsports. Nevertheless, marketers may want to use similar opinion research to head off potential government regulation of promotional activities like sponsorship, by using the information to help develop advertising that will aid in building public support against restrictive policies.
Lobbying Potential sponsors
In conclusion, it is evident that policy issues related to sponsorships, and other forms of promotion, involving alcohol and tobacco are complex and controversial. Moreover, it is difficult to reconcile the health, legal and economic aspects of this, until there are more definitive studies on sponsorship effects in this area (Stewart and Rice, 1995; Cornwell and Maignan, 1998) . In examining one of the arguably neglected voices in this debate, i.e. the public, we have tried to present all sides of this issue. Moreover, the authors do not mean to imply that we endorse one side over another. We do, however, hope that this study provides a first step in future research examining self-interest and opinions toward public policy in sport marketing; the results can be valuable to both practitioners and academics alike.
